
TThhee  RRooaadd  CCrreeww  FFiinnaall  RReeppoorrtt  
  

Original Application Titled:  
Changing Options and Outcomes 

A Demonstration of the Use of Social Marketing to Reduce  
Alcohol-Impaired Driving By Individuals Age 21 Through 34 

 
 
 

NHTSA DESCRETIONARY COOPERATIVE AGREEMENT  
DTNH22-01-H-07010 

 
 

Submitted by: 
Carol Karsten, Alcohol Program Manager 
Wisconsin Department of Transportation  

Bureau of Transportation Safety  
 

Michael L. Rothschild, Principal Investigator 
University of Wisconsin School of Business 

 
Miller Brewing Company 

 
Tavern League of Wisconsin 

 
MasComm Associates 

 
 
 
 
 
 
 
 
 

October 15, 2003 



 i 

TTAABBLLEE  OOFF  CCOONNTTEENNTTSS  
 

 
 
 

 Page 
Table of Contents i 
Acknowledgements iv 
Tab 1 Executive Summary 1-5 
 PROGRAM HISTORY 1 
 » Research Preceding Program Development 1 
 » Program Development 1 
 » Implementation 2 
 » Branding 2 
 » Marketing Challenges 2 
 » Building a Coalition 3 
 » Results 3 
 » Conclusion 4 
 ROAD CREW PROJECT TIMELINE 5 

Tab 2 Lessons Learned  6-31 
 BACKGROUND 6 

 » Research and Knowledge Base 7 
 » Value of the Vehicle 7 
 » Modeling a New Product Approach 7 
 » Launching a Social Marketing Demonstration 8 
 THE COMMUNITIES 8 

 » The Road Crew Party Barge, Polk County, Wisconsin  9 
 » Dodge-Point Road Crew, Dodgeville and Mineral Point, 

Wisconsin  
9 

 » “Take a Cab on Our Tab” Road Crew, Tomah Wisconsin 9 
 » Manitowoc County Road Crew, Manitowoc, Wisconsin 9 
 COALITIONS 9 

 » Public/Private Partnerships at the State Level 10 
 » Public/Private Partnerships at the Local Level 11 



 ii 

TTAABBLLEE  OOFF  CCOONNTTEENNTTSS  
 

 
 
 
 TECHNICAL ASSISTANCE 17 

 » Road Crew Conferences 17 
 » Site Visits 18 
 » Phone Consultation 18 
 » Toolbox 18 
 SOCIAL MARKETING 18 

 » Understanding and Implementing Social Marketing 
Concepts  

18 

 » Elements of the Social Marketing Approach 19 
 THE PRODUCT: LAUNCHING A RIDE SERVICE 22 
 » Limousines 23 
 » Taxis 28 
 FUNDING AND SUSTAINABILITY 28 

 » Funding 28 
 » Sustainability 29 
 LOOKING TO THE FUTURE 30 
 » Expanding and Changing the Programs 30 
 » Replicating the Model 31 

Tab 3 Research Report 32-56 
 UNDERSTANDING THE TARGET AND THE 

ENVIRONMENT 32 

 » Literature Review 33 
 » Focus Groups with Expert Observers of the Target 33 
 » Focus Groups with the Target 33 
 » Testing the Brand Name 33 
 EVALUATING THE IMPACT OF THE PROGRAM 34 

 » Phone Survey to Target and General Population 34 
 » Phone Survey to Community Leaders and Bar Staff 35 
 » Count of Rides 36 
 » Pre- and Post-test Bar Coupon Studies 36 
 



 iii 

TTAABBLLEE  OOFF  CCOONNTTEENNTTSS  
 

 
 
 
 
 RESULTS 38 
 » Awareness 38 
 » Knowledge of Program Components 39 
 » Knowledge of Brand Name 39 
 » Sources of Awareness and Knowledge 39 
 » Concerns About Drinking and Driving 40 
 » General Attitudes 40 
 » Attitudes Toward Positive and Negative Features 40 
 » Improving the Program 41 
 » Perception of Positive and Negative Impact 41 
 » Behavior and Perceptions of Behavior 42 
 » Actual Count of Rides Taken 46 
 DISCUSSION 48 
 » What Happened in the Three Communities? 48 
 » Potential Crashes Avoided 49 
 » Potential Impact in the Three Communities 51 
 » Cost/Benefit Analysis  52 
 » Why Did We Succeed When Other Programs Have Often 

Failed? 
53 

 CONCLUDING THOUGHTS 54 
 REFERENCES 56 

Tab 4 Appendix A: Focus Group Research  

Tab 5 Appendix B: Questionnaires  

Tab 6 Appendix C: Research Tables  

Tab 7 Appendix D: Community Overviews  

 » Polk County  
 » Dodgeville and Mineral Point  
 » Tomah   
 » Manitowoc County  

Tab 8 Appendix E: Poster  
 



 iv 

AACCKKNNOOWWLLEEDDGGEEMMEENNTTSS  
 

 
 
We acknowledge the contributions of the following people and organizations during the 
grant period. This project could not have been completed without their assistance. Many 
more volunteers and organizations contributed to the success of Road Crew efforts at 
the local level. While not individually named, we thank them for their contributions. 
 
 

Gala Amoroso  
Kevin Austad  
Renie Betthauser  
Barb Booth 
Richard Brooks 
Keven Casselius 
Janet Christopher 
Kevin Crawford 
Kathy Cross 
Sameer Deshpande 
Judge William Dyke 
Martha Florey 
Ruilin Fu 
Rajsree Gupta 
Karen Hodgkiss 
Dennis Johnson 
Jill Johnson  
Steven Koczela  
Tom Loeffler 
Wayne Machut  

Dennis Marklein 
Tom Miller 
Michelle McDowell Monkoski  
Colleen Moore 
Joanne Munson 
Patti Nelles 
Marc Nicholson 
Ann Powell 
Dan Roberts 
Sarah Snudden 
Jim Wehrle 
 
 
 
A.C. Nielsen Center for Marketing 

Research Graduate Students 
Charter Communications 
Lands’ End 
Lindsay, Stone & Briggs  
Miller Brewing Company Distributor 


